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Department of Revenue ARM Proposal

 http://revenue.mt.gov/formsandresources/adm

inistrative_rules/hearingproposalnotices.mcpx

 

http://revenue.mt.gov/formsandresources/administrative_rules/hearingproposalnotices.mcpx
http://revenue.mt.gov/formsandresources/administrative_rules/hearingproposalnotices.mcpx
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MONTANA FILM OFFICE



Studio 406 Contest Winner, Marty Katz

June 2010

HIGHLIGHTS…

http://www.montanafilm.com/videos.htm
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UNDAUNTED COURAGE

http://www.montanafilm.com/uc1.htm
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MONTANA OFFICE of TOURISM
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PUBLICATIONS



New Winter Guide

2010-2011
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PUBLICATIONS STUDY

GEO-TRAVELERS AND TRAVEL PLANNING
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The vacation planner has limited 

relevance for the geo-traveler…

 “I, too, have not used one of these planning guides, mainly 

because I use the Internet to find this kind of information.”—

Carey (Geo-Potential)

 “I have not used these types of brochures before (I know my 

parents have)…I just wouldn‟t order them…I rely more on the 

Internet to research a trip.  I also like guide books (Lonely 

Planet, Rough Guide, Luxe) and tend to use my iPhone apps 

for emergency planning situations.”—Amy (Geo-Core)
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 Planner is a symbol of the past—doesn’t 

connect with the Geo-Traveler and how they 

plan and travel now.

 Cynicism around the genre impacts usage 

and consideration

1. Advertising/paid placement system undermines 

authenticity and credibility

2. ―Not a resource for me‖

3. Large advertising section overshadows any interesting 

content and puts the publication out of alignment with 

Geo-Traveler’s sensibilities and values
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 “I think [these types of planners] tend to be overly heavy 

on the ads and faux articles, so they haven‟t felt super 

valuable to me whereas a guide book like Lonely Planet, 

say, or the travel section of the NY Times feels full of 

authentic information.  Also, doing so much online 

research makes something like this feel obsolete.”—Liz 

(Geo-Core)

 “Initial reaction…‟wow this looks cool‟…It has a nice glossy 

cover with an amazing picture…then when you open it up 

it was like „gotcha!‟ All I saw were the listings of different 

hotels and restaurants and immediately thought „oh, tourist 

crap‟.”—Cale (Geo-Potential)
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 Visuals are inspiring but need more

 Itinerary and calendars tap into Geo-Traveler 

sensibilities speaks directly to the Geo-

Traveler’s desire for local and specific content

 Liked how planner drives interest to digital 

content

 Providing context about areas is real and 

meaningful—liked the regional sections of 

guide
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Travelers envision using the planner 

after arrival

 Receptive to some of the content if they 

came across it after arrival

 Currently considered and imagined as 

limited resources after arrival, if 

discovered
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Five most important take-aways from 

Stanford Consulting Study
 Target audience doesn’t know the Vacation Planner exists.

 Target audience plans online.

 Target audience uses Internet, social media/reviews, and 

guide books similar to Lonely Planet to help decide what to 

see and do.

 Target audience is more likely to use guide after arrival 

showing interest in photos, events and attractions/itineraries 

listed in each region.

 Target audience believes advertising undermines 

authenticity and credibility.  Large advertising sections 

overshadow and interesting content.
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REVENUE UPDATES
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BED TAX COLLECTIONS

2005-2010
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STATEWIDE COLLECTIONS
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2007-2010 2nd QUARTER

7% LODGING TAX 

MONTHLY COLLECTIONS 

REPORTED TO THE 

DEPARTMENT OF REVENUE

(Only reflects those businesses that have 

voluntarily reported monthly figures)
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STATEWIDE COLLECTIONS

Apr May Jun

2007 2008 2009 2010

Data Source-MT Dept. of Revenue
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TOURISM REGIONS/CVBs (Counties w/CVBs)
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CUSTER COUNTRY

Apr May Jun

2007 2008 2009 2010

Data Source-MT Dept. of Revenue
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YELLOWSTONE COUNTY
(Inc. Billings)

Apr May Jun

2007 2008 2009 2010
Data Source-MT Dept. of Revenue
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CUSTER COUNTY
(Inc. Miles City)

Apr May Jun

2007 2008 2009 2010

Data Source-MT Dept. of Revenue
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GLACIER COUNTRY

Apr May Jun

2007 2008 2009 2010

Data Source-MT Dept. of Revenue
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MISSOULA COUNTY
(Inc. Missoula)

Apr May Jun

2007 2008 2009 2010

Data Source-MT Dept. of Revenue
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FLATHEAD COUNTY
(Inc. Kalispell & Whitefish)

Apr May Jun

2007 2008 2009 2010

Data Source-MT Dept. of Revenue
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GOLD WEST COUNTRY

Apr May Jun

2007 2008 2009 2010

Data Source-MT Dept. of Revenue



Office of Tourism, Department of Commerce • October  2010

SILVER BOW COUNTY
(Inc. Butte)

Apr May Jun

2007 2008 2009 2010

Data Source-MT Dept. of Revenue
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LEWIS & CLARK COUNTY
(Inc. Helena)

Apr May Jun

2007 2008 2009 2010

Data Source-MT Dept. of Revenue



Office of Tourism, Department of Commerce • October  2010

MISSOURI RIVER COUNTRY

Apr May Jun

2007 2008 2009 2010

Data Source-MT Dept. of Revenue
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RUSSELL COUNTRY

Apr May Jun

2007 2008 2009 2010

Data Source-MT Dept. of Revenue
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CASCADE COUNTY
(Inc. Great Falls)

Apr May Jun

2007 2008 2009 2010

Data Source-MT Dept. of Revenue
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HILL COUNTY
(Inc. Havre)

Apr May Jun

2007 2008 2009 2010
Data Source-MT Dept. of Revenue
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YELLOWSTONE COUNTRY

Apr May Jun

2007 2008 2009 2010

Data Source-MT Dept. of Revenue
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GALLATIN COUNTY
(Inc. Big Sky, Bozeman, West Yellowstone)

Apr May Jun

2007 2008 2009 2010
Data Source-MT Dept. of Revenue
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SMITH TRAVEL RESEARCH

2007-2010
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MT OCCUPANCY 2007-2010
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MT ADR 2007-2010
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MT REV-PAR 2007-2010
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2010 OCCUPANCY COMPARISONS
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2010 ADR COMPARISONS
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2010 REV-PAR COMPARISONS
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ROOM REVENUE % CHANGE 2010 vs 2009
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ROOMS SOLD % CHANGE 2010 vs 2009
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2010 2009 % Change

United States 58.8 56.0 5.0

Mountain 57.8 55.7 3.8

Montana 59.0 56.7 4.0

Billings 61.0 60.5 0.9

Bozeman/Yellowstone Area 58.2 55.5 4.9

Missoula/Butte 56.5 55.3 2.1

Helena/Great Falls 63.8 60.4 5.7

2010 vs 2009 Year to Date (Jan-Aug) 

Occupancy Percent

Data Source-Smith Travel Research
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2010 2009

% 

Change

United States 97.70 98.70 -1.0

Mountain 91.69 94.22 -2.7

Montana 82.54 80.46 2.6

Billings 76.02 74.52 2.0

Bozeman/Yellowstone Area 91.77 88.90 3.2

Missoula/Butte 81.90 82.06 -0.2

Helena/Great Falls 75.07 76.90 -2.4

2010 vs 2009 Year to Date (Jan-Aug) 

Average Room Rate

Data Source-Smith Travel Research
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2010 vs 2009 Year to Date (Jan-Aug) 

Total Revenue/Rooms Available/Rooms Sold

Segment

Revenue Available Sold

% Change % Change % Change

United States 6.3 2.3 7.4

Mountain 3.7 2.7 6.5

Montana 7.5 0.7 4.8

Billings 2.9 0.0 0.9

Bozeman/Yellowstone Area 10.1 1.6 6.6

Missoula/Butte 2.2 0.3 2.4

Helena/Great Falls 5.7 2.4 8.2

Data Source-Smith Travel Research
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Presentation will be available online at 

www.travelmontana.mt.gov

under Research – Staff Presentations

http://www.travelmontana.mt.gov/


USEFUL 

RESOURCES

Montana Office of Tourism

(406) 841-2870

www.travelmontana.mt.gov

(ITRR) Institute for 

Tourism & Recreation Research

(406) 243-5686

www.itrr.umt.edu

http://www.travelmontana.mt.gov/
http://www.itrr.umt.edu/
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Thank You


